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ABSTRACT 
The Diploma thesis deals with the launch of the new brand on the international market, 
thereby an already existing company could target a new segment and easier enter  
foreign markets.  
 
ABSTRAKT 
Diplomová práce se zabývá uvedením nové značky na mezinárodní trh, díky čemuž by 
již existující společnost mohla zacílit na nový segment a snáze prolomit  
na zahraniční trhy.  
 
 
 
 
 
 
 
 
 
KEY WORDS 
Brand, Branding, Marketing, Marketing Environment, Production Company 
 
KLÍČOVÁ SLOVA 
Značka, budování značky, marketing, marketingové prostředí, výrobní podnik 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
BIBLIOGRAPHIC CITATION 
KNEBLOVÁ, Jana. Launch of the new brand on the international market. Brno: Brno 
University of Technology, Faculty of Business and Management, 2016. 90 p.  
Supervisor of master’s thesis Ing. Vít Chlebovský, Ph.D. 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
DECLARATION OF ORIGINALITY 
I hereby declare that submitted master thesis is original and was elaborated 
independently. I also declare that referencing of source is complete and my thesis did not 
violate the copyright law, within the meaning of Law No. 121/2000 Sb., on copyright  
and rights related to copyright. 
 
In Brno on July 22, 2016                            .…….……………….………….. 
        Ing. Jana Kneblová 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
ACKNOWLEDGEMENT 
I would like to express my gratitude to Ing. Vít Chlebovský, Ph.D. for professional 
guidance and friendly approach. Special thanks go to my family for the support during  
the entire time of my studies. 
CONTENT 
INTRODUCTION .......................................................................................................... 11	
THE OBJECTIVES AND METHODS OF THE THESIS ............................................. 13	
1	 THEORETICAL BACKGROUND ........................................................................ 14	
1.1	 Launch of new brand ........................................................................................ 14	
1.2	 Marketing ......................................................................................................... 14	
1.3	 External and internal environment ................................................................... 16	
1.3.1	 External environment analysis .................................................................. 16	
1.3.2	 Internal environment analysis ................................................................... 18	
1.4	 Marketing mix .................................................................................................. 21	
1.4.1	 Product ...................................................................................................... 23	
1.4.2	 Price .......................................................................................................... 23	
1.4.3	 Place .......................................................................................................... 23	
1.4.4	 Promotion .................................................................................................. 24	
1.5	 SWOT Analysis ................................................................................................ 24	
1.6	 Segmentation, targeting, positioning ................................................................ 26	
1.6.1	 Segmentation ............................................................................................. 27	
1.6.2	 Targeting ................................................................................................... 27	
1.6.3	 Positioning ................................................................................................ 28	
1.7	 Branding ........................................................................................................... 29	
1.7.1	 Advantages of branding ............................................................................ 29	
1.7.2	 Brand identification .................................................................................. 30	
1.8	 Online marketing .............................................................................................. 31	
1.8.1	 Search Engine Optimization ..................................................................... 32	
1.8.2	 Pay Per Click ............................................................................................. 33	
1.8.3	 E-mail marketing ...................................................................................... 33	
1.8.4	 Social networks ......................................................................................... 34	
1.9	 Break-even analysis .......................................................................................... 36	
2	 ANALYSIS OF THE CURRENT SITUATION .................................................... 37	
2.1	 COMPANY OVERVIEW ................................................................................ 37	
2.1.1	 Key information ........................................................................................ 37	
2.1.2	 History....................................................................................................... 38	
2.1.3	 Corporate strategy ..................................................................................... 38	
2.1.4	 Organizational Structure ........................................................................... 39	
2.1.5	 Production process .................................................................................... 39	
2.2	 PESTLE Analysis ............................................................................................. 41	
2.3	 Porter’s Five Force Model ................................................................................ 43	
2.4	 Main competitors .............................................................................................. 45	
2.5	 Marketing mix .................................................................................................. 49	
2.5.1	 Product ...................................................................................................... 49	
2.5.2	 Price .......................................................................................................... 51	
2.5.3	 Place .......................................................................................................... 52	
2.5.4	 Promotion .................................................................................................. 53	
2.6	 SWOT Analysis ................................................................................................ 54	
2.7	 Segmentation, Targeting and Positioning ........................................................ 55	
2.7.1	 Segmentation ............................................................................................. 55	
2.7.2	 Targeting ................................................................................................... 56	
2.7.3	 Positioning ................................................................................................ 57	
2.8	 Key Success Factors ......................................................................................... 57	
2.9	 Summary of the current situation analysis ....................................................... 57	
3	 PROPOSALS AND RECOMMENDATIONS ...................................................... 60	
3.1	 Branding ........................................................................................................... 60	
3.2	 Segmentation .................................................................................................... 62	
3.3	 Targeting .......................................................................................................... 63	
3.4	 Positioning ........................................................................................................ 63	
3.5	 Marketing mix of the new brand ...................................................................... 63	
3.5.1	 Product ...................................................................................................... 64	
3.5.2	 Price .......................................................................................................... 66	
3.5.3	 Place .......................................................................................................... 66	
3.5.4	 Promotion .................................................................................................. 67	
3.6	 Financial evaluation ......................................................................................... 71	
3.6.1	 Break-Even Point ...................................................................................... 72	
3.7	 North-Moravia innovative centre ..................................................................... 74	
3.8	 Launch schedule ............................................................................................... 74	
3.9	 Future foreign plans ......................................................................................... 75	
CONCLUSION ............................................................................................................... 77	
REFERENCES ............................................................................................................... 80	
LIST OF CHARTS ......................................................................................................... 88	
LIST OF FIGURES ........................................................................................................ 88	
LIST OF PICTURES ...................................................................................................... 89	
LIST OF TABLES .......................................................................................................... 90	
 
 
 
11 
INTRODUCTION 
In accordance with globalization trends, socks production company seeks to expand their 
business and increase number of satisfied consumers. Company with its highly quality 
product, now day fashion trends and competitive prices manage to succeed firstly  
on the new segment in the Czech Republic and secondly on the international market.  
Now day socks are considered as highly fashion piece of clothes. Every piece of outfit 
should be monochromatic except socks (GQ, 2015). The consumer market is literally 
hungry because of demand for as colourful socks as possible. "Colourful or character 
socks show playfulness and make a great icebreaker or way to connect with others" (Your 
Tango, 2016). 
Association of small and medium-sized enterprises and crafts of the Czech Republic 
claim that two-thirds of Czech consider the origin of products as an important factor  
of purchase. Development of quality awareness is increasing and nine out of ten Czech 
consumers is willing to pay a higher amount of money for products what are produced in 
the Czech Republic. Main motivators of purchase are quality, personal approach  
to customer and support of local production (AMSP, 2014). 
According to The Uppsala internationalisation model the development of company 
international business activities is under the condition of raising experiences  
in international business. Successful internationalization is influenced by experiences  
and knowledge. The more company know target market the better may be to the extent 
of its penetration into selected foreign markets. Also, Jan Muhlfeit (2015) claim that  
in the today globalized world it is hard to find non-internationally oriented company and 
that every company should has global thoughts. He also declares, that globalization is 
natural tool for going forward in a business.  
Therefore, the first country what is planning to enter is home country of the company  
the Czech Republic. The decision was made according to a knowledge of a home market 
and according to marketing expert as it is always easier to start at home country 
(Machkova, 2009). After successful launch is future plans delivery of the products  
to Denmark and Sweden, because in these countries are people more focus on design  
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and fashion. One of the reasons why to export to the North is also fact, that socks are  
a typically seasonal piece of clothes, therefore, import to countries with cold weather 
make sense. Additionally, natural materials such as high-quality cotton are close Northern 
people mindset.  
Also, technology can positively impact the launch of a product into the market. 
Digitalization offers new business opportunities and is a key driver of competitiveness. 
An important role has Internet and online marketing. The company is capable thanks  
to Internet supply products to a final consumer. It is also easier to contact the business  
to business partners (Business Info, 2015).  
The internet penetration rate in the Czech Republic is 76 % of total population. The level 
of 96 % of penetration rate represents young people aged from 10 to 24 years (Kolar, 
2016). With the easy internet accessibility, customers prefer product purchase in online 
stores. In the terms of overall popularity of various products categories, clothing reached 
significant growth and hold the first place among consumer purchases, around 48 %  
in 2015 (APEK, 2016).  
The thesis is structured into three parts. The first part consists of the theoretical framework 
which is critically observed by literature and academic articles. In second part is presented 
company profile current marketing mix, analysis of current company situation in a focus 
of external environment described via PESTLE analysis and analysis of internal 
environment based on Porter’s Five Forces Models. By linking external and internal 
environment analysis is formed SWOT analysis and are identified Key Success Factors. 
The third part evaluate possible proposal of launching new brand and consists  
of recommendations for the future development. 
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THE OBJECTIVES AND METHODS OF THE THESIS 
The main objective of the thesis is the launch of the new Brand on the International 
Market, thereby an already existing company could target a new segment and easier enter 
foreign markets. The first stage is business development on the Czech market followed 
by foreign penetration to Denmark and Sweden.  
Before the launch of the new brand is necessary to analyse environmental forces  
the company needs to deal with. As suitable is considered the PESTLE analysis, which 
is widely used and evaluate political, economic, social, technological, legal  
and ecological factors. PESTLE analysis is a good base for findings opportunities  
or threats.  
Porter (2008) stressed an importance of identifying company’s strengths or weaknesses. 
Porter’s Five Force model is based on analysis of internal environment and deals with 
the threat of new entrants, threat of substitute products, bargaining power of customers, 
bargaining power of suppliers and it evaluates the intensity of competitive rivalry.  
The marketing mix is important in business because it maximizes a company's chances 
of achieving steady, continual success in its operations. Therefore, each element  
of current marketing mix as product, price, place and promotion was analysed. 
Linking external and internal environment analysis forms SWOT analysis which exploits 
and summarize strengths, weaknesses, opportunities and threats (Goodrich, 2015).  
Necessary part was the analysis of basic processes in the production company.  
The methodology of data collection is based on primary and also the secondary research 
of quantitative and qualitative data. 
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1 THEORETICAL BACKGROUND 
For proper preparation of the analysis of current situation and proposal  
and recommendation, it is important to understand the theoretical background and basic 
concepts in marketing. These include concepts such as marketing, marketing mix, 
marketing environment, Porter’s five force model, PESTLE analysis, SWOT analysis, 
branding, segmentation, positioning, targeting or online marketing. 
1.1 Launch of new brand 
For successful Launch of the new brand on the market is important to analyse and define 
market opportunities, organizational opportunities and brand relevance and inspiration. 
The theoretical part of this thesis covers all these three areas. 
 
Figure 1: Extending brand into the new markets 
(Source: Full Surge, 2014) 
1.2 Marketing 
Today successful companies have one thing in common. Their success comes from a 
strong customer focus and heavy commitment to marketing. Companies share an absolute 
dedication to serving and satisfying the needs of customers in well-defined target markets. 
Creating customer value and satisfaction is at the very heart of modern marketing thinking 
and practise (Kotler et al., 2004).   
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Good marketing is not a result of coincidence but is a consequence of careful planning, 
preparation and using tools and techniques. Great marketing, therefore, represents 
alchemy between theoretical background and creative effort to find new solutions  
to often-complex challenges (Kotler, Keller, 2012). 
Marketing definition 
One of the most succinct definitions of marketing is following: "Fulfilling the needs with 
profit." Thus revealing the customer's needs and their subsequent filling can get profitable 
business opportunities (Kotler, Keller, 2007, page 43). 
The American Marketing Association offers the following formal definition: “Marketing 
is the activity, set of institutions, and processes for creating, communicating, delivering, 
and exchanging offerings that have value for customers, clients, partners, and society 
at large.” (Kotler, Keller, 2012 page 5) 
Kotler argues that marketing today can not be understood only as the ability to sell  
a product, but as a recognition and customer satisfaction, and marketing planning long 
before the product is produced. So literally defines marketing as: “Social and managerial 
process by which individuals and groups obtain what they need and want through 
creating and exchanging products and value with others.“ (Kotler et al., 2007, page 39) 
Another point of view is based on theory, that people do not know what they want and 
they just buying according to what market offer. Steve Jobs stated that “People do not 
know what they want until you show it to them.” 
Marketing as a process 
Therefore, let us be unequivocal about marketing and in its definition describe marketing 
in terms of what it actually entails. Marketing is a process for:  
› Defining markets, 
› Analysing marketing opportunities by quantifying the needs of the customer 
groups (segments) within the markets, 
› Selecting target markets,  
› Determining the value propositions to meet customers needs, 
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› Developing the marketing mix, 
› Managing the marketing effort, 
› And monitoring the market.
For effectiveness of marketing process, organizations need to be consumer-customer 
driven (McDonald, Dunbar, 2013).  
1.3 External and internal environment 
The marketing environment is basically where the marketing takes place. It consists of 
actors and forces outside marketing that affect the ability to develop and maintain 
successful relationships with target customers. Marketing environment is not permanent 
and usually involves factors that the company can not control itself, but have a huge 
impact on its operation. Marketing environment can be divided into two levels at the 
internal and external environment (Kotler et al. 2007) 
1.3.1 External environment analysis 
The external environment represents a crucial role in the factors that can be influenced 
only very weakly by the company itself. Some of these factors can not be influenced  
at all. External environment is influenced by many external institutions. Important is that 
most of these factors are given and unchangeable in the short term (Zamazalova, 2010).  
PESTLE Analysis 
Basic factors can be divided into six different categories as political factors, economic 
factor, social factors, technical and technological factors, legal factors and environmental 
factors. These factors can be analysed by PESTLE analysis what is a good base for 
findings opportunities and threats of the company (Goodrich, 2015). 
Political factor 
Marketing decisions are strongly affected by developments in the political environment. 
The political environment consists of laws, government agencies and pressure groups that 
influence and limit various organisations and individuals in a given society.  
From the political point of view, it is very important for businesses government access 
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and the market as a whole, the structure of government spending or tax system.  
We can also include the risk of wars or revolutions.  
Economic factor 
Markets require buying power as well as people. The economic environment consists  
of factors that affect consumer purchasing power and spending patterns. The nations vary 
greatlyin their levels and distribution of income. Some countries have subsistence 
economies –they consume most of their own agricultural and industrial output, hence 
offer few market opportunities. At the other hand extreme are industrial economies, which 
constitute rich markets for different kinds of goods. Marketers must pay close attention 
to major trends and consumer spending patterns both across and within their world 
markets. It is essential, for example, the rate of wage growth, the amount of savings, credit 
availability and consumer confidence in the currency or economy (Zamazalova, 2010). 
Social factors 
Social factors can be either cultural or demographic. Cultural factors relate to certain 
characteristics of the markets and their players. At various cultural and social groups may 
be very different consumer behaviour, so it is important knowledge of the culture.  
Demography is the study of human populations in terms of size, density, location, age, 
gender, race, occupation and other statistics. The demographic environment is of 
considerable interest to marketers because it involves people, and people make up 
markets. All these data can be crucial in setting up the marketing mix or whole business 
(Zamazalova, 2010). 
Technical factor 
Thanks to the ever accelerating pace of development are technical and technological 
factors very important. The technological environment is perhaps the most dramatic force 
which shaping business destiny. Technology has released such wonders as penicillin, 
organ transplants, notebook computers and the Internet (Kotler et al., 2004).  
Essential role plays the financial demands of monitoring the development and adaptation, 
hence the rapid technological and technical developments small businesses are not able 
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to compete on the most profitable markets, but allows them to quickly receive news and 
adapt to customer requirements (Zamazalova, 2010). 
Legal factor 
In particular, the legal framework regarding corporation, consumer protection or 
environmental protection. From the political point of view, it is very important for 
businesses to access government and the market as a whole, the structure of government 
spending or tax system. We can also include the risk of wars or revolutions. Various 
associations or environmental institutions can affect the development of standards and 
tests. Nor should be forgotten the institutions that are directly involved in awarding 
certificates or other awards that favour the products (Zamazalova, 2010). 
Environmental factor 
Environmental and natural factors lately become much more important than before. 
Relating to the environment, natural and climatic conditions. It affects the type of 
demanded products and services and marketing activities as well as raw material 
resources are indispensable inputs of the production process (Zamazalova, 2010). 
1.3.2 Internal environment analysis 
Internal environment refers to the company almost immediately and it directly the 
company. Marketing managers are not able to coordinate every single change, because 
their success depends on internal enterprise factors, namely on other departments, 
suppliers, intermediaries, competitors, customers and various parts of the public, which 
together form a system of providing business value (Kotler and Keller, 2007).  
Porter’s Five Forces Model 
The essence of formulating competitive strategy is relating a company to its environment. 
However, the relevant environment is very broad, therefore, the key aspect of the firm’s 
environment is the industry or industries in which competes. The intensity of competition 
in an industry is not coincidence. Competition in an industry is rooted in its underlying 
economic structure and goes beyond the behaviour of current competitors. The state of 
competition in an industry depends on five basic competitive forces, which are shown in 
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the figure. The collective strength of these forces determines the ultimate profit potential 
among the industry, not all industries have the same potential.  
 
 Figure 2: Forces driving industry competition  
(Porter, 1998, page 4) 
Threat of new entrants 
New entrants to an industry came with new capacity and desire to gain market share. This 
can lead to pushing prices down, inflated costs or reducing profitability. The threat of 
entry into an industry depends on the barriers to entry coupled with the reaction from 
existing competitors that the entrant can expect. The major sources of barriers to entry 
are:  
› Economies of scale,  
› Product differentiation,  
› Capital requirements,  
› Switching costs,  
› Access to distribution channels, 
› and Government policy (Porter, 1998) 
If there are high barriers or sharp reactions of competitors, the threat of new entrants is 
rather small.  
INDUSTRY COMPETITORS
Rivalry Among Existing Firms
POTENTIAL ENTRANTS
Threat of new entrants
BUYERS
Bargaining 
power of buyers
SUBSTITUTES
Threat of substitute products
SUPPLIERS
Bargaining
power of 
suppliers
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Threat of substitute products 
Substitute products is a matter of searching for other products that can perform the same 
function as the product of the chosen industry. All firms in an industry are competing, 
with industries producing substitute products. Substitutes limit the potential returns of an 
industry by placing a ceiling on the prices, that can change profitability of an industry. 
The more attractive the price performance alternative offered by substitutes, the firmer 
the lid on industry profit. Substitutes products that deserve attention are those that: 
› Be subject to trends improving their price-performance. 
› Are produced by industries earning high profit – substitutes come rapidly into play 
if some development increases competition. 
Bargaining power of suppliers 
Suppliers can exert bargaining power over participants in an industry by threatening to 
raise prices or reduce the quality of purchased goods and services. Powerful suppliers can 
squeeze profitability out of an industry unable to recover cost increases in its own prices. 
A supplier group is powerful if the following apply: 
› It is dominated by a few companies – it can cause influence in prices, quality or 
terms.  
› The industry is not an important customer of the supplier group. 
› The supplier’ product is an important input to the buyer’s business – this raises 
the supplier power.  
Bargaining power of buyers 
Buyers compete with the industry by forcing down prices, bargaining for higher quality 
or more services, and pushing competitors against each other, all at the expense of 
industry profitability. A buyer group is powerful if the following circumstances hold:  
› It is concentrated or purchase from the industry represent a significant fraction of 
the byer’s costs or purchase – buyers shop for a favourable price and purchase 
selectively. 
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› The products it purchases form the industry are standard of undifferentiated – 
buyers are sure they can find alternative. 
› The industry’s product is unimportant to the quality of the buyers’ products or 
services – quality of the enclosure can greatly influence the user’s impression 
about the quality of the equipment inside.  
› The buyer has full information – when buyer has full information about demand, 
actual market prices or supplier costs, it is usually greater bargaining leverage. 
Intensity of competitive rivalry 
Rivalry occurs because one or more Competitors either feels the pressure or sees the 
opportunity to improve position. If competitive moves by one firm have noticeable effects 
on its competitors and may incite effort to counter the move, that is firms are mutually 
dependent. If moves and countermoves escalate, then all firms in the industry may suffer 
and be worse off than before. Intensive rivalry is the result of a number of interaction 
factors as:  
› Numerous of Equally Balanced Competitors, 
› Slow Industry Growth, 
› High Fixed or Storage Costs, 
› or Diverse Competitors (Porter, 1994). 
1.4 Marketing mix 
The marketing mix shows marketing strategy, which is known under the slogan 4P. It 
consists of the initial letters of English words: Product, price, place and promotion. 
Preparation of the marketing mix is an operation which is concentrated in 90% of the 
activities of marketing experts. Most of the time, or financial resources is devoted to the 
preparation and implementation of the marketing mix and its follow-up (Kotler, Tries, 
2005). 
The question should not be whether we should choose four, six, seven or ten P, it is rather 
what kind of framework is for creating marketing strategies useful. Like most economists 
use two main concepts as the supply and demand, so marketers use just 4P as its main 
tool with which they can follow in their marketing planning (Kotler, 2002). 
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Figure 3: Structure of 4P 
(Source: Kotler, Keller, 2012, page 25) 
The marketing mix constitutes the company’s tactical toolkit for establishing strong 
positioning in target markets. However, note that the four Ps represent the sellers’ view 
of the marketing tools available for influencing buyers. From a consumer viewpoint, each 
marketing tool must deliver a customer benefit. One marketing expert suggests that 
companies should view the four Ps as the customer’s four Cs: 
Table 1: Marketing mix from the view of customers 
(Source: Kotler et al., 2004) 
FOUR P FOUR C 
Product 
Price 
Place 
Promotion 
Customer needs and wants 
Cost to the customer 
Convenience 
Communication 
MARKETING MIX
PRODUCT
Product variety
Quality
Design Features
Brand name
Packaging 
Sizes 
Services
Warranties
Returns 
PRICE
List price
Discounts
Allowances
Payment period
Credit terms 
PLACE
Channels
Coverage
Assortments
Locations
Inventory
Transport
PROMOTION
Sales promotion
Advertising
Sales force
Public relations
Direct marketign
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1.4.1 Product  
"The product is defined as anything that can be offered to attract attention, to purchase, 
use or consumption that might satisfy the desires, wishes or needs. This includes physical 
objects, services, people, places, organizations and ideas "(Kotler et al., 2010, page 615). 
The product is basic building unit of every company. It should characterize the needs, 
wants, wishes, demands and expectations of customers and answer their character desired 
benefits and applications (Havlicek, Kasik, 2005). 
1.4.2 Price 
Pricing is a process of setting the price of your product which you sell to earn revenue. 
Prices is the easiest element of the marketing mix to adjust product features, channels and 
even communication. Price mean the amount of money charged for the product or service. 
The price is the sum of all the values that customers exchanged for the benefit of the 
ownership or use of the product and services (Kotler et al., 2010). 
Setting the price and pricing strategies for various market segments will directly affect 
the company's income and achieving profit targets. The appropriate pricing must be 
known not only their own company costs (fixed and variable), but it must be known as 
the attitudes and expectations of customers and competitive prices. This raises three basic 
methods of pricing: 
› Cost-oriented access. Surcharge price or break even point analysis.  
› Pricing by the buyer. Prices according to the perceived value. 
› Competitive pricing. Price set comparing with the competitors.  
(Kotler et al., 2010, Havlicek, Kasik, 2005). 
1.4.3 Place 
The marketing channels play an important role in the movement of goods from the 
company to the end-user. Marketing channels are sets of interdependent organizations 
involved in the process of marketing a product or service available for use 
or consumption. The distribution channel is the way the product gets indirectly or directly 
to the customer. Most manufacturers use to distribution third parties or intermediaries 
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who offer their products to market. The distribution system includes all organizations 
with which the product must go through before it reaches the final consumer. Distribution 
policy deals with the accessibility and location of the range, supplies or transportation 
(Havlicek, Kasik, 2005). 
1.4.4 Promotion 
Promotion is one of the major aspects in marketing strategies. To create a strong brand 
image, companies use different types of promotional activities. It also helps in increasing 
the brand awareness. 
Modern marketing requires more than just preparing a good product, attractive prices  
and access to target customers. Businesses must communicate with their current  
and future customers, and what companies tell them, can not be left to the chance. 
Promotion covers all the communications tools that can be grouped into five categories 
of advertising, personal selling, sales promotion, public relations and direct marketing 
(Kotler et al., 2010; Kotler, 2002). 
› Advertising is any paid form of impersonal presentation and promotion  
of products, services or ideas. It is viewed as a promotion which companies use 
to persuasive communication with target potential customers. 
› Personal selling is done by sellers of enterprise for the purpose of selling  
and building strong customer relationships. 
› Sales promotion is a short-term stimulus, which should lead to an encouragement 
to purchase a product or service. 
› Public relations are a building good relationships with various target groups 
through positive publicity. It is about building a good "corporate image". 
› Direct marketing mean direct links to carefully selected target consumers, which 
has elicit a response and to establish lasting relationships with customers  
by telephone, mail, e-mail or Internet (Kotler et al., 2010). 
1.5 SWOT Analysis 
SWOT analysis is a way of monitoring the external and internal marketing environment. 
Linking external and internal environment analysis forms SWOT analysis which exploits 
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analysis to summarize strengths, weaknesses, opportunities and threats. (Goodrich, 
2015). 
 
 
Figure 4: Possible elements of the SWOT analysis  
(Source: Kotler et al., 2004, page 58) 
STRENGTHS
Low costs
Economies of scale
Ownership of technology
Excellent product quality
Devoted employees
Significant financial 
resources
Recognition
Popularity
Good image
Excellent marketing experts 
Excellent management
Good distribution system
OPPORTUNITIES
Quick market growth
Self-contented competitors
Opening to foreign markets
Demographic changes
High degree of brand loyalty
Economic growth
Deregulation
New technology
Unlucky competitors
New disttibution systems
New way of product use
Companies entering into 
alliances
WEAKNESSES
Lack of strategic planning
Unskilled workforce
Management with limited 
competence
Weak market expert 
knowledge
Poor image
Very narrow product line
Low R&D expenses
Bad sales/distribution system
Outdated products
THREATS
Foreign rival appears in 
domestic market
Launch of new substitute 
products
Products in a declining phase
Chaging customer needs and 
taste
Increasing regulation
Recession
New technollogy
Foreign commercial 
limitations
Poor performance of allied 
companies
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Good marketing is based on finding, developing and profiting from opportunities. 
Marketers need to be good at spotting opportunities. Consider the following:  
› A company may benefit from converging industry trends and introduce hybrid 
products or services that are new to the market. Major cell manufacturers have 
released phones with digital photo and video capabilities, and Global Positioning 
Systems (GPS).  
› A company may make a buying process more convenient or efficient. Consumers 
can use the Internet to find more books than ever and search for the lowest price 
with a few clicks.  
› A company can meet the need for more information and advice. Angie’s List 
connects individuals with local home improvement contractors and doctors that 
have been reviewed by others.  
› A company can customize a product or service. Timberland allows customers to 
choose colours for different sections of their boots, add initials or numbers to their 
boots, and choose different stitching and embroidery.  
› A company can introduce a new capability. Consumers can create and edit digital 
“iMovie’s” with the iMac and upload them to an Apple Web server or Web site 
such as YouTube to share with friends around the world.  
› A company may be able to deliver a product or service faster. FedEx discovered 
a way to deliver mail and packages much more quickly than the U.S. Post Office.  
› A company may be able to offer a product at a much lower price. Pharmaceutical 
firms have created generic versions of brand-name drugs, and mail-order drug 
companies often sell for less (Kotler, Keller, 2012).  
1.6 Segmentation, targeting, positioning 
Today, segmentation, targeting and positioning (STP) is a familiar strategic approach in 
modern marketing. It is one of the most commonly applied marketing models in practice. 
This popularity is relatively recent since previously, marketing approaches were based 
more around products rather than customers. In the 1950s, for example, the main 
marketing strategy was product differentiation. 
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Picture 1: Segmentation, targeting and positioning 
(Source: Saurabh, 2014) 
1.6.1 Segmentation 
Through segmentation, is possible identify niches with specific needs, mature markets to 
find new customers, deliver more focused and effective marketing messages. 
Demographics. Breakdown by any combination: age, gender, income, education, 
ethnicity, marital status, education, household (or business), size, length of residence, 
type of residence or even profession/occupation. 
Psychographics. This refers to personality and emotions based on behaviour, linked to 
purchase choices, including attitudes, lifestyle, hobbies, risk aversion, personality and 
leadership traits, magazines read and TV. 
Geography. Drill down by country, region, area, metropolitan or rural location, 
population density or even climate.  
Behaviour. Refers to the nature of the purchase, brand loyalty, usage level, benefits 
sought, distribution channels used, reaction to marketing factors (Hanlon, 2013). 
1.6.2 Targeting  
The list below refers to what is needed to evaluate the potential and commercial 
attractiveness of each segment. 
Criteria Size. The market must be large enough to justify segmenting. If the market is 
small, it may make it smaller. 
Difference. Measurable differences must exist between segments. 
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Money. Anticipated profits must exceed the costs of additional marketing plans and other 
changes. 
Accessible. Each segment must be accessible to your team and the segment must be able 
to receive your marketing messages. 
Focus on different benefits. Different segments must need different benefits (Hanlon, 
2013). 
1.6.3 Positioning 
Positioning maps are the last element of the STP process. Marketers need to position their 
brands clearly in target customers’ minds. But a brand is a complex symbol that can 
convey several levels of meaning: 
Attributes. A brand first brings to mind certain product attributes. For example, 
Mercedes suggests such attributes as ‘well engineered’, ‘well built’, ‘durable’, ‘high 
prestige’, ‘fast’, ‘expensive’ and ‘high resale value’. The company may use one or more 
of these attributes in its advertising for the car. For years, Mercedes advertised 
‘Engineered like no other car in the world’. This provided a positioning platform for other 
attributes of the car.  
Benefits. Customers do not buy attributes, they buy benefits. Therefore, attributes 
mustbe translated into functional and emotional benefits. For example, the attribute 
‘durable’ could translate into the functional benefit ‘I won’t have to buy a new car every 
few years.’ The attribute ‘expensive’ might translate into the emotional benefit ‘The car 
makes me feel important and admired.’ The attribute ‘well built’ might translate into the 
functional and emotional benefit ‘I am safe in the event of an accident.’  
Values. A brand also says something about the buyers’ values. Thus Mercedes buyers 
value high performance, safety and prestige. A brand marketer must identify the specific 
groups of car buyers whose values coincide with the delivered benefit package.  
Culture. A brand also represents a certain culture. The Mercedes represents ‘German 
culture’: high performance, efficient, high quality.  
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Personality. A brand also projects a personality. Motivation researchers sometimes ask 
‘If this brand were a person, what kind of person would it be?’. Consumers might 
visualize a Mercedes automobile as being a wealthy, middle-aged business executive. 
The brand will attract people whose actual or desired self-images match the brand’s image 
(Kotler et al., 2004).  
1.7 Branding 
The American Marketing Association defines a brand as: 
“A name, term, sign, symbol or design, or a combination of them, intended to identify the 
goods or the services of one seller or group of sellers and to differentiate them from those 
of competitors.” 
Building a brand is a cultural process. People engage in branding because it gives them 
meaning. In order to design products that will build the brand, it is crucial to have empathy 
with potential users and develop an understanding of the cultural context the product will 
be part of. Market research and consumer research are important aids to the design 
process. It is important for every company to keep an eye on what its competition is doing 
and understand how consumers perceive the brand.  
However, the key issue is how it makes use of this research. If market and consumer 
research are used at the start of a design project, the new product will most likely be a 
response to what is already out there. If the direction is set first, then using the research 
to establish a position or to enable even stronger differentiation is helpful in order to keep 
up-to-date to what else is out there. The use of market research will also depend on the 
category within which the product operates and the company’s traditions regarding such 
research (Hestad, 2013). 
1.7.1 Advantages of branding 
Branding helps business in many ways: 
› Brand names tell the buyer something about product quality. Buyers who always 
buy the same brand know that they will get the same quality each time. 
› Brand names increase the shopper’s efficiency.  
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› Brand names help call consumers’ attention to new products that might benefit 
them. The basis upon which a whole story can be built about the new product’s 
special qualities (Kotler et al., 2004). 
Identifies. Using the brand consumers identify the product. Brand knowledge allows  
to classify the product to a certain level that matches the characteristics of the brand. 
Saves time and energy. Thanks to consumer awareness of the brand easier to orient  
and accelerate its decision-making process. 
Warranty - certain brand = quality. The product must conform to the requirements  
of the brand and that brand consumers to ask. 
Confirms. Through brand consumer expresses their attitudes, values and their lifestyle. 
Through brands we are classified into groups. 
Satisfies and pleases. Owned branded product gives a feeling of satisfaction. Through 
brands, consumers express their wishes and satisfy their needs (Pribylova, 2000). 
1.7.2 Brand identification 
The brand offers consumers an identity that is based on communication and the following 
elements: 
Typical products. Even if the brand offers a full range of products, often on himself 
captivated the attention of the product, which is typical for this brand. Consumer deliver 
a typical product, a flagship brand, and in the next phase, purchases and other products 
of the brand. It remains a risk that the other products of runners, and the symbol can 
happen that will mark a single product. This risk, the manufacturer must prevent proper 
marketing strategies. 
Name. The consumer must take to be striking and attractive, but also easy to pronounce 
and easy to remember especially. It must also conform to the values of the brand, image 
and express the philosophy of the brand. 
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Visual elements and logo. Consumers must be associated with the brand archetypal 
symbols, pictures or visuals. Each such image then must head the customers will 
automatically turn on name brands. It plays an important role, of course, brand logo. 
Geographical and historical roots. The country of origin often adds significant value to 
the brand and the quality hallmark. Manufacturers from countries like Switzerland, 
Germany, Sweden and the United States rarely forget to communicate where their 
products come from.  
Creator or representative. Even if the creator is no longer alive, are signs associated 
with his name. Creator's name can guarantee quality and offer the consumer a guarantee. 
Advertising. Even things like slogans, chants advertising on the radio or in television or 
print fixed associations with the brand and increase its knowledge (Pribylova, 2000). 
1.8 Online marketing 
Online marketing is marketing that takes place in a specific environment of the Internet 
and is based on all the classic marketing practices. Tools what are used, in the narrower 
sense only internet advertising and a website. In a broader sense, then other tools of 
marketing communications on the internet also apply: online public relations, online 
direct marketing and sales promotion on the Internet (Krutis, 2007).  
“Use of the Internet for implementation or support of marketing activities” 
(Stuchlik, Dvoracek, 2000, page 28) 
Internet marketing is constantly evolving and every day coming to market new 
possibilities of promotion on the Internet. An individual at this time is almost doesn't 
manage to cover all the possibilities of online advertising, and therefore we can notice 
new jobs focusing on individual sectors of online marketing. Today already we can see, 
for example, a specialist on social networks, PPC specialists, e-mail marketing specialists. 
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Figure 5: Online marketing communication 
(Source: Kurtis, 2007) 
1.8.1 Search Engine Optimization 
SEO use automated bots browsing the web for the purpose of indexing websites. Indexed 
websites users then can enter keywords in the search engines display in the so-called. 
SERP, which stands for Search Engine Result Page or search results page. Search engines 
look for just in their databases indexed pages, rather than directly on the Internet, as many 
people think. Search sort algorithm is subject to various search engines. Search engine 
optimization means just creating and editing websites in order to obtain the highest ranks 
in search engine results (Prochaska, 2012). 
Throughout the world there are a lot of search engines. The best known and most widely 
used search engine world standards is undoubtedly Google. Its biggest competitor on the 
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Czech market is a search engine Seznam, which is in attendance just before Google 
(TopList, 2013). 
For proper grasp of SEO you need to know the keywords that are linked to websites. 
Usually, before starting the project performs keyword analysis, which should contain 
relevant keywords with the highest search frequency, while the least competitive. Based 
on an analysis of keywords to web page may propose the structure of the arrangement. 
1.8.2 Pay Per Click 
PPC is one of the largest auction systems in the world. In this system compete with 
competitors to place ads on the Internet. It may be due to display an ad to the right people 
at the right place and at a price that is accepted (Fleischner, 2010). 
PPC advertising works on the principle of pay per click. The advertiser pays only for 
actually driving traffic to your site, not impressions. Payment is counted when a user 
clicks on an ad. The best known system for the sale of PPC advertising in the world is 
clearly Google AdWords. The Czech Republic had strong competition from Sklik List. 
PPC today represents not only text ads as well as banner ads or video (MediaGuru, 2016).  
Advantages of PPC advertising 
› Easy to influence own positions, 
› Payment only after bringing the visitor, 
› Possibility of immediate shutdown of ads, 
› Possibility of rapid change of ads, 
› Unlimited advertising space, 
› Easy measurement of campaign effectiveness (Fleischner, 2010). 
1.8.3 E-mail marketing  
In Internet communication became an e-mail to one of the most widely used all 
possibilities of sharing information. It means the company can communicate only 
internally, but also directly with customers. To her enhanced by the fact that sending 
emails is free. As in the past, the press was considered an efficient and effective means 
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of mass communication, today this label took just e-mailing. To send bulk e-mails are 
being called newsletter.  
Examples of obtaining low-quality databases: 
› Purchase database. 
› Obtained from publicly available sources. 
› Database of third parties. 
› Old Own Custom Database (Mullen, 2009). 
1.8.4  Social networks 
When compiling an online marketing strategy sooner or later always came questions 
about the social networks. The social networks are clearly one of the most popular 
channels of promotion. 
Table 2: Social networks possibilities  
(Source: Bednar, 2013) 
 Facebook Twitter Instagram Pinterest YouTube LinkedIn 
User profile √ √ √ √ √ √ 
Company 
profile 
√   √ √ √ 
PPC √    √ √ 
Contextual 
advertising 
√      
Social  
plug-in 
√ √ √ √ √ √ 
Sponsored 
promotion 
√ √   √  
Acquisitions 
by following 
 √ √ √ √  
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Through Social networks is possible: 
› Provide customer care. 
› Build brand.  
› Promoting the sale of goods and services. 
› Build relationships with customers. 
› Operate communication with customers. (A good website, 2016) 
Facebook  
Not surprisingly, the largest social network with one billion users worldwide, also belong 
to the largest social networks in the Czech Republic with the number of 4 million users. 
Facebook offers several options for advertising. The most widely used are Facebook 
Pages or business pages on Facebook. Creating this site does not cost any money, only it 
takes time. Another ad, which is paid for the change is PPC advertising. Facebook 
represents over other PPC systems considerable advantages in targeting users (Novotny, 
2015). 
Instagram 
Instagram is a social network for sharing photos and images. Instagram offers the 
opportunity to share their pictures directly from the phone. The service was purchased by 
Facebook in April 2012, and offers links to Facebook, where Facebook can display photos 
from Instagram. Number of Czech users is around 200,000 people (Active24, 2012). 
Pinterest 
Supplemental communication channel that can reach more customers and promote brand 
awareness is Pinterest. It is based on the principle of virtual boards, witch each user can 
create an unlimited number. Allows integration with other social networks and websites. 
It uses element of SEO and exhibiting products by allowing the users to simply and easily 
spread between them (Andyresk, 2014). 
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1.9 Break-even analysis 
During starting the business, it is always a crucial need to know how much the costs are, 
how much one has to sell to break even, how much one has to sell to make a profit.  
Basic and simple method deals with break even point.  
Break even point 
The BEP is defined as the point at which neither losses nor profit are made. While this 
covers all the costs and expenses occurred, one has not earned a dime because all  
the profits are used to cover the costs.  
  
 
Chart 1: Break-even point 
(Source: Internal materials) 
› Fixed costs – costs that are independent of sales volume and remain the same with 
all levels of sales. 
› Variable costs – costs that are dependent on sales volume. 
› Selling price per product. 
› Number of sold units. 
› Contribution per unit (Brocke, 2013). 
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2 ANALYSIS OF THE CURRENT SITUATION 
 
 
 
 
2.1 COMPANY OVERVIEW 
2.1.1 Key information 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Picture 2: Company logo 
(Source: Internal materials) 
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2.1.2 History 
 
 
 
 
 
 
 
Picture 3: Knebl Company 
(Source: Internal materials) 
 
 
 
2.1.3 Corporate strategy 
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2.1.4 Organizational Structure 
 
 
 
 
 
 
 
 
 
Figure 6: Organizational Structure 
(Source: Internal materials) 
 
 
 
 
2.1.5 Production process 
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Figure 7:Production process 
(Source: Internal materials) 
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2.2 PESTLE Analysis 
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Picture 4: Men’s socks fashion trend 
(Haltiwanger, 2015) 
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2.3 Porter’s Five Force Model 
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2.4 Main competitors 
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Table 3: The main competitors 
(Source: Companies websites) 
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Table 4: Competitors products 
(Source: Companies websites) 
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2.5 Marketing mix 
 
 
 
2.5.1 Product 
 
 
 
 
 
 
 
 
Table 5: Product range 
(Source: Internal materials) 
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Picture 5: Socks 
(Source: Internal materials) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Picture 6: Cotton yarn 
(Source: Internal materials) 
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Table 6: Range of sock sizes 
(Source: Internal materials) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.5.2 Price  
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2.5.3 Place  
›  
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Figure 8: The contract process 
(Source: Internal materials) 
2.5.4 Promotion 
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2.6 SWOT Analysis 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 9: Company SWOT analysis 
(Source: Internal materials) 
 
 
55 
2.7 Segmentation, Targeting and Positioning 
 
 
2.7.1 Segmentation 
Table 7: Customer segmentation 
(Source: Intern materials) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
56 
 
 
2.7.2 Targeting 
Table 8: Segments what are targeted 
(Source: Intern materials) 
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2.7.3 Positioning 
 
 
 
 
 
2.8 Key Success Factors 
 
 
 
 
 
 
 
 
 
 
 
2.9 Summary of the current situation analysis 
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3 PROPOSALS AND RECOMMENDATIONS 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.1 Branding 
 
 
 
 
Picture 7: New brand logo 
(Source: Intern material) 
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Picture 8: Map of Europe with flags of Denmark and Sweden 
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3.2 Segmentation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chart 2: Composition of population in the Czech Republic 
(Source: CSU, 2014) 
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3.3 Targeting 
 
 
 
Table 9: Target customer group 
(Source: Intern Materials) 
 
 
 
 
3.4 Positioning 
 
 
 
 
 
 
 
 
3.5 Marketing mix of the new brand 
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3.5.1 Product 
 
 
 
 
 
 
 
 
 
 
 
Table 10: Original versus proposed sizes 
(Source: Intern Materials) 
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Table 11: Campaigns and collections 
(Source: Intern materials) 
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Picture 9: Wedding socks 
(Source: Intern materials) 
3.5.2 Price 
 
 
 
 
 
 
 
 
3.5.3 Place  
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3.5.4 Promotion 
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Picture 10: Possible proposal of websites 
(Source: Intern materials) 
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Picture 11: Logo of Facebook, Pinterest and Instagram 
(Source: IconsDB, 2016) 
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Picture 12: Proposal of banner 
(Source: Intern material) 
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3.6 Financial evaluation 
 
 
 
Table 12: Financial calculation of leaflets 
(Source: Intern material) 
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Table 13: Financial calculation of promotion 
(Source: Intern material) 
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Table 14: Data for the break-even point 
(Source: Intern material) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chart 3: Break-even point 
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3.7 North-Moravia innovative centre 
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